INTRODUCTION
Word-of-mouth (WOM) is an informal advice passed between consumers, usually interactive, swift, and lacking in commercial bias, having a powerful influence on consumer behavior (East et al., 2008) . Recent studies have paid increasing attention to this topic, some of the main conclusions being that emotional response to product or service performance evokes WOM directly (Engel et al., 1969) and WOM spreading intention is correlated with the customer's perceptions of value and quality (Hartline and Jones, 1996) . Berger and Iyengar (2013) have conducted laboratory experiments to find out how the medium shapes word-of-mouth and they concluded that written communication leads people to mention more interesting products and brands, but also gives them time to construct and refine what to write. Advertising can also generate WOM, if it shows uncertainty about the product, so it's vital to create advertisement high in conversational value (Buttle, 1998) .
Electronic word-of-mouth (eWOM) is consumer-generated information and opinion about products and brands shared online (through social media, online communities etc). Cheung and Lee (2008) try to answer the following question: is negative eWOM more convincing than positive eWOM? In their paper, they present the results of an online experiment that investigated the influence of both positive and negative eWOM on the customer buying decision. In essence, Cheung and Lee show that the connection between the customers' emotional trust for an online vendor and their intention to purchase from that vendor is moderated by an exogenous variable -eWOM. Their study revealed that participants used online reviews to evaluate the vendor's credibility. Furthermore, the impact of the negative reviews (in terms of emotional trust and intention to buy) proved to be stronger than the impact of the positive reviews.
Considering the major role that social media is playing in our life, people have found an easy way to utter negative word-of-mouth (NWOM). Negative consumer generated social media messages can damage the company's brand image, as this medium permits less control over the message (Thomas et al., 2012) . As Audrain-Pontevia and Kimmel's research (2008) shows, managers view two redress strategies as significantly more effective in countering NWOM: increasing trust in the company, product or service that serves as the target of NWOM, and denying NWOM through a company official or an outside source. According to Williams and Buttle's findings (2014), organizations allocate more resources to the management of NWOM than they do to the promotion of positive word-of-mouth (PWOM), so authors have recommended three steps for the better management of NWOM: leadership, organizational readiness and public relations management.
CONCEPTUAL FRAMEWORK

Negative word-of-mouth (NWOM)
Negative word-of-mouth (NWOM) is a consumer response to dissatisfaction (Richins, 1984) . It has a more powerful impact than positive WOM (Arndt, 1967) and the impact of negative information persists even when it has been refuted (Weinberger et al., 1981) . Buttle (1998) described an inclusive model of WOM containing two sets of variables: intrapersonal variables, where negative WOM is an outcome of the unsatisfactory imbalance between expectations and perceptions, and extrapersonal variables including culture, which impacts WOM behavior, through its influence on individual values and group norms (Lin, 2013) .
Hartman, Hunt and Childers (2013) have examined the consumer choice for educational services (more exactly, course offers) and concluded that the attitude towards a course, the intention to take a course as well as the intention to recommend the course to others are significantly more strongly influenced by negative online reviews as compared to a mix of positive and negative reviews. The authors have also studied the respondents' perceived value of the reviews and got an interesting result: the perceived value of the reviews is lower in case of mixed reviews than in case of either positive or negative reviews. Therefore, if the potential customer comes across both negative and positive reviews, their trust in reviews (and, as a consequence, the effect of the online WOM) decreases.
Negative emotions
There are four basic emotions for negative affect: anger, fear, sadness, and shamefulness (Laros and Steenkamp, 2005) . Many other researchers investigated the effect of NWOM, especially compared with the effect of PWOM, which is considered to include recommendations to others, conspicuous display, and interpersonal discussions relating pleasant, vivid or novel experiences (Anderson, 1998) . Sweeney, Soutar and Mazzarol (2005) explored the differences in the content and style of positive and negative WOM and found that NWOM is more emotional, being associated with dissatisfaction and almost twice as likely to influence the receiver's opinion. The study also showed that consumers who had a negative experience were more driven to "vent" their emotion, offering WOM sooner after the incident than those who had positive experiences.
Brand hate
Emotions are evoked by specific stimuli and unwanted consumer behaviour can be triggered by consumers' negative experiences. Negative emotions that consumers have towards brands can vary in intensity (for example, dislike, rejection or hate). Scholars consider that consumer brand hate could be a distinct and measurable subtype of consumer dissatisfaction (Kucuk, 2016) . Brand hate is an attitude often resulting from accumulated negative feelings (Delzen, 2014) , an intense negative emotion towards a brand that is stable and enduring (Ben-Ze'ev, 2000). Others consider brand hate as a constellation of negative emotions which is significantly associated with different negative behavioral outcomes, including complaining, negative WOM, protest and patronage reduction (Zarantonello et al., 2016) . According to Grégoire, Tripp and Legoux (2009), brand hate is customers' need to punish and cause harm to firms for the damages they have caused, while Romani, Grappi and Dalli (2012) described brand hate as an emotion descriptor of negative emotions toward brands and an extreme form of dislike of the brand.
Identity avoidance
Dissatisfaction or unmet expectations impact customers, who may choose to end the relationship or talk about it (Hirschman, 1970). Koenderink (2014) mentioned in his paper that brand avoidance is when consumers reject certain brands because it could add undesired meaning (Thompson and Arsel, 2004) , while identity avoidance occurs when consumers don't want to be seen with a brand they perceive as being negative in either meanings or values (Lee et al., 2009 ). According to Grégoire, Tripp and Legoux (2009), brand avoidance includes three types of avoidance: identity (when the brand image does not fit individuals' identity), experiential (when one experienced a negative consumption) and moral (when consumers' beliefs don't match the brand values).
Buying intentions
Bachleda and Berrada-Fathi (2014) considered several possible sources of NWOM like negative testimonials on review sites, negative comments or posts from Facebook friends or negative testimonials on a competitor's web site. The most influential source of NWOM turned out to be the negative testimonials on the review sites. As it was expected, the negative impact grows with the number of testimonials: 30 testimonials have stronger effect than 10 testimonials. The authors highlighted the damaging effect of NWOM on the customer purchasing intention and recommend encouraging the unsatisfied customers to complain directly to the company instead of writing negative posts on the review sites or on social media.
Beneke, de Sousa, Mbuyu and Wickham (2015) revealed that the presence of NWOM has a significant adverse impact on brand equity and purchase intention, this impact being even more detrimental for customers with a high product involvement as compared to customers with a low product involvement. The quality of reviews also counts, as these authors show: high quality reviews are more influential than low quality reviews. It is believed that low levels of switching intention would be an indicator of loyalty (Martins et al., 2013 ).
RESEARCH MODEL AND HYPOTHESES
Research aim
No company is immune to a PR crisis. The impact of the image crisis can lead the organization to credibility diminishing and reputation deterioration. For the present research, we assumed that the Romanian chocolate brand "ROM" (a classic product created in 1964, with strong national values attached) might face a PR crisis -a case of food poisoning caused by an ingredient contained by the chocolate -which was communicated through its Facebook page (titled ROM authentic). The aim was to investigate it posting news of this kind would change Facebook users' attitude towards the product or company (more precisely, engender brand hate), making them generate negative word-of-mouth and modify their purchase intention.
Based on the above literature review, the following hypotheses were formulated:
H1: Negative emotions generate brand hate. H2: Negative emotions generate identity avoidance. H3: Identity avoidance generates brand hate. H4: Brand hate determines a negative eWOM. H5: Brand hate makes people switch their buying intentions.
The model that we have elaborated in order to test these hypotheses can be seen in Figure 1 :
Procedure and participants
A self-administrated questionnaire with a visual stimulus was used to collect data from Romanian Facebook users (convenience sample). The stimulus was a fake Facebook post for the 'ROM authentic' page, containing the status "We apologize for any inconvenience! The lot in question was withdrawn. Thank you for understanding!" and the link from an article, having as title "42 children from Bucharest were hospitalized because of a substance contained by Rom chocolate". The poster article link (seemingly posted online on adevarul.ro, the website of a prominent Romanian newspaper) mentioned that "too much sorbitol, contained in the Rom chocolate bars, can cause hives, rhinitis, asthma, retinopathy, cataracts and peripheral neuropathy, swelling of the lips, Porphyria and even anaphylactic shock". The Facebook post also included fake negative comments from users (see Figure 2 ). In the end, the subjects were informed that both Facebook post and users' comments were fictional.
Figure-2 Facebook post with comments from users
Measures
We have measured five variables after the exposure to the stimulus: negative emotions, identity avoidance, brand hate, NWOM and switching intentions. All the variables were measured on a 7-point Likert-type scale ranging from 'strongly disagree' to 'strongly agree'. Details of the scales used to measure the constructs can be found in Table 1 . Switching intentions I will not buy ROM in the future.
Table 1 Scales and items
Jamieson and Bass (1989) I will probably not buy ROM in the future. I will definitely not purchase again ROM in the future.
Data analysis and results
Sample description
Most of our subjects (60.2%) are aged between 18 and 26 years, while 37% are aged between 26 and 48 year. The average respondent age is 28.5 years and the median age is 25 years.
The items that compose each scale (construct) were aggregated by average. For each construct, the mean, standard error and 95% confidence interval were computed. The main statistics for the concepts measured after the exposure to the stimulus are presented in Table 2 . The stimulus has elicited pretty high negative emotions to the respondents (3.84 out of 7). However, the levels of identity avoidance and brand hate due to the stimulus are not very high (2.96 and 1.82 out of 7, respectively). So the stimulus has not provoked very strong feelings of hatred and disgust towards ROM, as was expected. Furthermore, the average intention to give ROM a negative word-ofmouth is very low (1.48 out of 7). As for the purchase intention, its average score is 1.99 (out of 7), which reflects a rather high purchase intention, given that the statements of this construct are expressed negatively (e.g. "I will probably not buy ROM in the future"). Therefore, it seems that the negative stimulus has not triggered intense reactions of rejection towards the brand ROM.
The measurement model
To build our measurement model we have conducted a confirmatory factor analysis in the SPSS Amos software, with a view to build our measurement model. In this model we included five latent factors (brand hate, negative emotions, identity avoidance, negative eWOM and switching intentions) and 24 observed variables. The cutoff values used to evaluate the goodness-of-fit for the confirmatory factor analysis model were: for the root mean square error of approximation (RMSEA) -0.08, for the comparative fit index (CFI) -0.900, for the Tucker-Lewis Index (TLI) -0.900, for the χ 2 /df ratio -between 1 and 5. Our measurement model resulted to be reliable -all the goodness-of-fit indicators were within the cutoff limits: RMSEA=0.072, CFI=0.960, TLI=0.951, χ 2 /df=1.547. The model factors and items are summarized in Table 3 . All the latent factors have good internal consistencies (Cronbach's alphas are greater than 0.700). As for the average variance extracted it is higher than 0.500 for almost all factors (except the negative emotions), indicating a satisfactory convergent validity for our model. Furthermore, all the path coefficients are statistically significant (CR>1.960); therefore, the individual items are well explained by their corresponding latent factors.
The structural model
In the final stage we created our structural (causal) model, bases on the hypothesized model presented in Figure 1 . The goodness-of-fit indicators for the structural model (Figure 3 ) are as follows: RMSEA=0.076, CFI=0.954, TLI=0.945, χ 2 /df=1.613. These figures show a very good fit -all the indicators fall within the cutoff margins. In consequence, our theoretical model exposed at the beginning of this article is proved to be valid.
Figure 3 Path coefficients for the structural model
The path loadings (or path coefficients) of the causal model are presented in Table 4 . The only hypothesis that is not confirmed is H1, concerning the relationship between negative emotions and brand hate. For this path, the coefficient is not statistically significant (p=0.171). The other four hypotheses are confirmed.
CONCLUSION AND DISCUSSIONS
The results indicate that negative messages may change the brand perception and generate negative word-of-mouth, with significant impact on switching intentions of purchasing the brand products in the future. The most interesting finding is the indirect effect of the negative emotions on brand hate. This effect is completely mediated by a third variable, identity avoidance. That means that consumers who repeatedly experience negative emotions towards a brand (due to negative events or actions taken by it) may have the tendency to dissociate from that brand. They will declare that the brand does not reflect their character and will also refuse to be perceived as being connected to the brand products (in the case of the ROM chocolate, they will avoid to be seen eating it in public). The relationship between negative emotions and identity avoidance seems to be positive -the stronger the emotions, the higher the level of avoidance (B=0.123, p=0.021).
In turn, identity avoidance strongly and positively influences brand hate (B=1.098, p<0.01). Someone who rejects any association with a certain brand will naturally develop negative feelings for the brand. Many of them will end up detesting the brand, feeling disgusted by it and even fostering the desire to hurt the brand in some way.
Furthermore, a subject with high brand hate scores could present present two types of behavior. On the one hand they would write negative comments about the brand and its products on social media, and on the other hand they would decide not to buy the products any longer. As Zarantonello, Romani, Grappi, and Bagozzi (2016) showed, brand hate is highly associated with negative behavior like complaining, protesting, spreading negative WOM. It is worth noting than the influence of brand hate on switching intention is greater than the influence on negative eWOM (B=0.773 and B=0.693). In consequence, the probability to stop buying the products in the future is stronger than the probability to spread negative word-of-mouth. Many consumers will not bother to talk about the brand online, instead they will switch it to another one. This finding is consistent with the results obtained by Gelbrich (2009) , who showed that negative emotions towards brands affect especcialy the customer loyalty, purchase decisions and the frequency of using the brand products.
In summary, the present model seems to indicate that identity avoidance is a more important eWOM antecedent than negative emotions. In order to produce a change in the consumer behavior, the emotions must be strong enough to elicit a substantial identity avoidance effect. This identity avoidance will cause brand hate, negative word-of-mouth and brand switching. If the negative emotions are not strong enough, this process may not take place.
LIMITATIONS AND FURTHER RESEARCH
This research suffers from a few limitations. First of all, we surveyed Romanian subjects only (since we studied a Romanian brand, the ROM chocolate). This may affect the generalizability of our results. Second, our sample size was 108 people only. Third, the convenience sampling method was used, which may result in skewed data and biased results. Finally, we did not consider the subjects demographic and behavioral characteristics (gender, age, time spent daily on Facebook, attitude towards Facebook, brand engagement etc.). Further studies could focus on other brands and use greater samples (maybe surveying people from several countries).
We could distinguish two possible directions for a future research. One of them would consist in further studying the relationship between negative emotions, brand hate and identity avoidance, the other one would consider the influence of the previous brand engagement level (expressed through variables like brand love and brand trust, for example) in this relationship. This would help establish if the negative stimuli have the same effect on the people who used to love and trust the brand as on the people who were indifferent towards it.
MANAGERIAL IMPLICATIONS
The paper tried to answer the question: can negative online messages engender brand hate and make customers switch their buying intention (i.e. decide that they don't want to purchase the brand anymore)? The answer is important because any company can be exposed, at any time, to the risk of negative word-ofmouth (either genuine or fake), with bad consequences for its reputation. The obtained results demonstrate that negative events or actions can possibly affect consumer behavior, trigger a mechanism of brand rejection that eventually may translate into brand image deterioration (due to bad word-of-mouth) and sales decline. The brand communication managers should be aware of this mechanism and find effective ways to counteract it. Whatever the problem, an official response issued by the company is essential. For this to be possible, the company should actively monitor its online presence, in order to find out what the customers are saying and where they are saying it.
There are a few strategies that can reduce the damaging effect of the negative online word-of-mouth. First of all, a prompt answer to negative reviews is always necessary. A fast response will show customers that the company cares about them and values their opinion, which could lead to a diminution of hate and animosity from the customers' part. Furthermore, it is advisable that the company takes the problem offline, whenever possible, contacting the dissatisfied customers. A direct contact offers better opportunities to resolve the issue to the customer's satisfaction. Afterwards, the company representatives can leave a public message to let the public know how the problem was solved. This strategy could tremendously repair the company's reputation, convincing the customers to give it a second chance.
At the same time, the company representatives should not neglect to ask the review websites to remove defamatory and slandering reviews, written with the only goal of hurting the firm. If unfounded and libelous reviews are taken down within a short time, their adverse impact on customer behavior will be limited. However, when the reviewers are sincere, when it is the company's fault, admitting the drawback and facing its consequences can help keep consumers' trust, prevent an outburst of aversion towards the brand and avoid the possible negative effects in terms of sales and profit reduction.
Note: This research was independent from Kandia Dulce company.
